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ABSTRACT

Banking is one of industry that is currently grogirapidly and of course with the development of
information technology is a great opportunity fdayers in this industry. This great opportunity denused to
further develop its business towards informatiochtelogy. One of the information technology-basadking
products today is internet banking. According tahSand Fang (2006) internet banking is a new type o
information system that uses developing technicaiesh as the internet and the World Wide Web, arsl ha
changed the way consumers carry out various fiehactivities in virtual space.

The research objective is to find out the char#sties of internet banking users and find out thetdrs
that influence the users of internet banking. Alse advantage of this research can enrich the letyel of
using information technology so that informatioohteology such as internet banking can be usedmnigtio the
banking industry but can be applied in various camial enterprises and in non-commercial enterprise

The research method used is non probability samglinbig cities in Indonesia. Analysis of data
processing uses multiple regression with SPSS 2b@idvare. The results of the first year researehdivided
into two, namely the results of qualitative resbkatbat successfully strengthens the research mibd!
perceived usefulness variables, perceived ease saf werceived credibility, compatibility, personal
innovativeness, and social influence affect thergdt in using internet banking to become a realafignternet
banking. In addition, by using quantitative resbasaccessfully produced indicators that valid agléhble for
each variable, namely actual usage of 3 indicatbisdicators of behavioral intention, 6 indicatofsperceived
usefulness, 6 indicators of perceived ease of dséndicators of perceived credibility, 4 indicatoos
compatibility, 3 indicators of personal innovatiess, and 4 indicators of social influence.

In the second year, there are also two researehtsegamely the results of qualitative researcth an
prototypes of internet banking websites that amsisbent with the results of the study. In the Ifirgport with
1500 respondents successfully obtained the restiise 7 hypotheses proposed, 6 hypotheses wespiact
and 1 hypothesis was rejected. Positive and saamifiinfluence of perceived usefulness, perceisee ®f use,
perceived credibility, compatibility, and personahovativeness to the behavioral intention are ivecke
Likewise positive effects and significant behaviardgention towards actual usage were accepted.leAthie
influence of social influence on positive behavidnéention is not significant.

Keywords. Personal Innovativeness, Social Influence, Coibph&y, Behavioral Intention, Actual Usage,
Internet Banking

INTRODUCTION

In the current era of globalization, various pragutom information technology are being developed
and have become an important part of people's dagrjves. Various important roles of informati@chnology
can be seen from the various benefits of existimfigrination technology products. Information teclogyl
products offer various convenience, practicality apeed in carrying out daily activities. This ey useful and
very in accordance with the needs of today's spomgto demand everything is fast, easy and practical
Therefore, it is not surprising that informatiorcheology is an important part that cannot separétedh
people's daily lives. In addition, information tecfogy products are also increasingly being usethbypublic
in carrying out their daily activities. This is dteethe increasing public interest in using infotima technology
products so that the demand for information teabgylproducts is also increasing in various existimtustries.

As one of the fastest growing industries, bankstaidy utilize various results from existing
information technology. One of the products of mfation technology is internet banking. Shih anchd~a
(2006) internet banking is a new type of informat&ystem that uses evolving techniques. like ttermet and
the World Wide Web, and has changed the way consuaagry out various financial activities in virtugpace.
Since it was first introduced in the 1990s, intétme@nking has increasingly been adopted by ban&irstiomers
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around the world. The banking transaction netwaiich is new, offers its users access to bankimgises all
the time, reducing waiting times, direct accessnfranywhere in the world, lower costs and elimirateiety
caused by cash records in each customer's bankaogiat (Santouridis and Kyritsi, 2014).

The development of internet banking in Indonesigalpein 1998 where in September 1998, Bank
Internasional Indonesia and continued with Bankgiliam 2000, Bank Bukopin and the Central Bank agAs
2001, Bank Mandiri in 2003, Bank PermataNet in 20B8ank Pernata -Business in 2006, Bank Negara
Indonesia in 2007, Bank Danamon Indonesia in 28@#k Rakyat Indonesia in 2009 and Bank Mega in 2010
(http://tonnymarezco.wordpress.com/2014/04/17/abjamternet-banking/ ) The development of internet
banking until 2014 for the banking industry seemosvsconsidering that not all banks have adoptedrmftion
technology such as internet banking.
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Figure 1 Asia Top Internet Countries December 81,32
Source: www.internetworldstats

Increasing the development of the use of interagitking by banks in Indonesia itself should still be
improved considering that internet usage in Ind@nés quite large. The large number of internetrsisa
Indonesia as of December 31, 2013 can be seen Figare 1 above. From this picture it can be seat th
Indonesia is the fourth country with the largeseinet user in Asia with a total user of 55 milliosers. This
shows that information technology products suchngernet banking are of course suitable when agpie
Indonesia given the high number of internet userswdonesia. That is, research related to the @iseternet
banking is very important in efforts to improve tipeality of internet banking so that it can beccaneefficient
competitiveness for banking customers.

LITERATURE REVIEW

A. Personal Innovativeness
The first factor that considered has an influenaebthavioral intention is personal innovativeness.

According to Roger (1995), personal innovativensghe level of interest to try something new, remcept, or
an innovative product or service. Jeffres and Aflif96) explain, according to the diffusion theagpption of
innovation is a function from personal innovativesi@r a will to try innovation. Namkung and Jan§Q(2)
explain that behavioral intention refers to peapl®liefs about what they want to do in the paldicsituation.
Jayasingh and Eze (2009) also say that behaviaeaition is one of the most important factor thanentukan
behavior to use. Agarwal and Prasad (1998) explaih personal innovativeness bridges the percepiiothe
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decision to adopt information technology then tighér personal innovativenessfers to the behavior to adopt
the more positive information technology. Jayasiand Eze (2009); and Yang (2005) conclude thatersonal
innovativenesss also the important factor that affects behalidontention to adopt the new technology. The
hypotheses:
H1: Personal innovativeness has a positive effect on behavioral intention of internet banking
B. Social Influence

The second factor that also considered as therftiuéd has an influence to behavioral intentiosasial
influence. Venkatesh et al. (2003) defined sociflience as the sebagai ‘the level of how far atividual feel
the other important people believe that they shaise the new system’. Besides, Venkatesh et ali3j28lso
called social influence as a factor that determitieel intention/inclination to behave directly. Acdimg
Thompson et al. (1991), ‘individual behavior infheed by the way they believe that the other peuwjlesee
them as the result from using technology’. VenKatasd Davis (2000) explained that social influehes an
effect to individual behavior through three meckams: fulfillment/implementation, internalizationnd
identification. Jayasingh and Eze (2009) and Késijret al. (2004) also explained that social infageshows
significant effect to behavioral intention. The byfpeses:
H,: Social influence has a positive effect on behavioral intention of internet banking.
C. Compability

Another factor that also considered has an effedtehavioral intention is compatibility. Accordifdpore
dan Benbasat (1991¢ompatibility is ‘the degree how far innovation is consistenthvthe values that exist,
needs, and past experiences from potential adddtdlat et al. (2006) explain that compatibilitysha direct
effect to the intention of the usage of technoldi@rnatzky and Klein (1982) state thmmpatibilitybecomes a
characteristic crucial innovation that refers testomer/consumer acceptance. Jayasingh and Eze)(26@0
state that compability has a significant effecb&havioral intentiorfor the user om-couponsn Malaysiathe
hypotheses:
H3: Compatibility has a positive effect on behavioral intention of internet banking.
D. Perceived Usefulness
According to Azjen and Fishbein (1980), TAM is ‘a@mned with the determinants of consciously inténte
behaviours.’ Pikkarainen et al. (2004) concludeat thccording to the TAM these two beliefs are figance
for computer acceptance.’ Perceived usefulnedwisintst belief, which is significance for computarceptance.
Davis (1989) defined perceived usefulness as ‘thgrek to which a person believes that using acpdati
system would enhance his or her job performancecofding to Namkung dan Jang (2007), ‘behavioral
intention refers to people’s belief about what tiegnd to do in a certain situation.” Tan dan T2000) stated
that perceived usefulness is ‘an important faatodétermining the adaptation of innovations.” Maom Kim
(2001), Luarn and Lin (2005), Shen and Chen (2@@8)cluded that ‘perceived of usefulness has sicanitiy
positive effects on behavioral intention.” SimilgriVenkatesh and Morris (2000) proved that thereais
‘significant effect of perceived usefulness on @sagention.’ Thus, we tested the following hypdtise

H4: Perceived of usefulness has a significant effect on behavioral intention of internet banking

E. Perceived Ease of Use

The second belief is perceived ease of use. D4@89) defined that perceived ease of usefulness is
‘the degree to which a person believes that usipgrcular system would be free of effort.” Dayi®989) also
defined that perceived ease of usefulness is ‘@mfagtor that affects acceptance of informatiostey.’ Davis
(1989) stated that ‘an application that easiersi that another is more likely to be accepted leysu'sVenkatesh
& Morris (2000) claimed ‘perceived ease of use $igsificant effects on usage intention.” Similarhgarwal
and Prasad (1999) also proved that ‘perceived efgse has the significant effect on usage intantichether
affecting perceived usefulness directly or notdd.iet al. (2007) found that ‘a user who perceivaigher ease
of use of mobile commerce also has a strongemdditfor adoption.” Shen and Chen (2008) claimed tha
‘perceived ease of use had positive effects onuwoess’ use intention.” Luarn and Lin (2005), Wartgae
(2003) also state that ‘perceived ease of use baitiye effects on behavioral intention’.

H5: Perceived ease of use has a significant effect on behavioral intention of internet banking

F. Perceived Credibility

Another belief that affects computer acceptangeerseived credibility. According to Ganesan (1994),
perceived credibility is ‘the extent to which onarimer believes that other partner has the reqérpertise to
perform the job effectively and reliably.” Wangadt (2003) defined perceived credibility as ‘theest to which
a person believes that the use of mobile bankidighai’e no security or privacy threats.’ Lu et @003) stated
that ‘there are two key elements in perceived credibility; namely, security and privacy.” Wang et al. (2003) found
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that ‘perceived credibility had a significant posit influence on the behavioral intention to useéelnet
banking.” Amin (2008) also concluded that ‘perceiveredibility is important determinant in predidirthe
intentions of Malaysian customers to use mobilenghcredit cards.’ Lin and Wang (2005) also fourat tthere
is a significant direct relationship between peredicredibility and behavioral intention.” Accordito Gefen et
al. (2003), in relation to Web systems, perceiveetibility ‘has a striking influence on their witigness to
engage in online shopping, banking and the exchahgeoney and sensitive personal information.’ ltuand
Lin (2005) also found that perceived credibilitysMaund to have a significant effect on behaviarantion in
mobile banking. Thus, the following hypothesis isgosed:

H6: Perceived credibility has a significant effect on behavioral intention of internet banking

G. Behavioral Intention

The Technology Acceptance Model is very useful rhdde research about consumer acceptance of
information technology. Kuo and Yen (2009: 104we&el that TAM is:

“Intended to provide a conceptual model featurintheoretic foundation and parsimony, to explain and

predict the behavioral intention and practical hétra of information technology users, based on the

acceptance and use of information technology.”

According to Azjen and Fishbein (1980), TAM is ‘a@mned with the determinants of consciously intende
behaviors.’ Pikkarainen et al. (2004) concluded thecording to the TAM these two beliefs are sfigaince for
computer acceptance.’

In the TAM, behavioral intention to use leads tduat IT usage (Lin, 2007). Jayasingh and Eze (2009)
explain behavioral intention as main factor thatedmine actual usage. Serenko (2008) concludes'ukat
behavioral intentions have a strong, significarieatfon actual usage of email notification intefamgents’.
Similarly, Lin (2007) states that behavioral infentis the ‘primary direct determinant of actuahge’. Van der
Heijen (2003) also concludes that ‘actual usagiminantly explained by intention to use.” Thug fhllowing
hypothesis is proposed:

H+: Behavioral intention has a positive effect on actual usage of internet banking

D. Actual Usage

Actual usage is user’s self-reported frequency asldme of use (Moon and Kim, 2001). IS usage is a
frequently suggested measure of IS success (Ndaisdantan, 2003; Igbaria et al., 1997) and adleggndent
variable (Delone and Mclean, 1992). Serenko (2@3®)ain actual usage as ‘the extend to which aivighagial
employs interface agents in his or her email apgiio.’” Also, Igbaria et al., (1997) defined actuahge as ‘the
actual degree of agent utilization given that tee of the system is voluntary.’

RESEARCH ISSUE AND METHODOLOGY

A. Research Issue

In this study as for the object of research studieanely internet banking that has been used bitsban
Indonesia. Data collection will begin with a quafive method, namely interviews with participantsonare
banking customers in Indonesia who have used iatdranking. The area of implementation of the witaw is
several cities on the island of Java. After thae tompletion of indicators for each variable usedl
quantitative methods will be carried out by digttihg the initial questionnaire so that finally thimal
questionnaire is formed to respondents of intepaetking in Indonesia. Respondents in this studyevirternet
banking users within the last 6 months and had ¢amgd within the last 6 months. The number of conars
who became respondents in this study was 1500 @edpé instrument used in this study is a questivanThe
total number of questions is 34 questions congjstih6 perceived usefulness questions, 6 questdiasit
perceived ease of use, 4 questions about perceiestibility, 4 compatibility questions, 3 questioabout
personal innovativeness, 4 social influence questid behavioral questions intention and 3 questamout
actual usage.
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Figure 2 Research Model
Source: Analysis, 2017

B. Methodology
Aras which was used within this research were interval level measurement. Type of scale used was

Summated Likert, a statement which has a range from 1 = disagree to 5 = agree, the scale represent the
respondents opinion for the questions regarding the objects being studied. In which the highest the score or
number selected indicated the higher of ratings, and vice versa.

FINDING AND DISCUSSION

A. Findings
This study used Multiple Regression in testing leetwthe variables. Statistical analysis tool useshswer
the problem formulation of this research is SPS$.20

Multiple Regression and t testing
The results of variable analysis can be foundhénfollowing table:

Tablel
Multiple Regression and T Testing Result
Variable Standardized t significant
Coefficients

PU=>BI 122 .005
PEOU=>BI .143 .000
COM=BI .150 .000
PC=2BI .093 .031
PI=>BI 552 .000
SI=BI -.003 945
BI2AU 0.609 0.000

Source: analysis, 2018

From the data, the multiple regression equation is generated as follows:
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Bl = by.PU+k, PEOU+k.COM+h, PC+h,Pl+ by S|
Bl = 0.122.PU+0.143.PEOU+0.150.COM+0.093.PC+0.560.803S|

Notes:

Bl : Behavioral Intention

PU :Perceived Usefulness
PEOU :Perceived Ease of Use
COM : Compatibility

PC :Perceived Credibility

Pl :Personal Innovativeness
Si :Social Influence

b, by,bs,by,bs,bs 1 Regression Coefficient

Second Year Prototype Results

The prototype made for this research is a higHifidprototype. High fidelity protoype is more dédéal
describing the system. This prototype has fullrextéon with users where users can enter dataraadact with
the system, representing core functions so that ta@ simulate most of the functions of the fingdtem and
have an appearance that is very similar to theahptaoduct (Walker et al, 2003).

Features that will be implemented in the systentgbype in this study using horizontal techniques.
Horizontal prototype includes all user interfacatéees but without the main function is only a diation and
cannot be used to do the actual work (Walker 2G03).

The name of this prototype is UPH Clicks which isiaternet banking from UPH Bank. And in the
effort to develop UPH Clicks to be as expected liy ¢community, the design of this internet bankingsw
developed based on the results of research comtlurctbe first to second year.

From the table 1 can be seen that the variabldsnibat influence the formation of actual usage are
behavioral intention, therefore it is importantimaprove behavioral intention. However, behaviordgéntion is
an interest variable that is difficult to controy the company, this causes the importance of viesathat
directly increase behavioral intention. The vamagbthat influence behavioral intention are sortexdnfthe
variables that have the most influence, namelygmisinnovativeness, compatibility, perceived eakeise,
perceived usefulness and perceived credibility.nThe for the elaboration of the application of eatlthese
variables into the prototype, as follows:

1. Personal innovativeness
Lu et al. (2005) define personal innovativenesaraidividual's willingness to try new information
technology. Therefore, the higher the level of pee& innovativeness, the higher the interest imgisi
internet banking.

Initially, to do banking activities, you must go tile bank directly. This activity then develops vehe
banking activities can be done from an ATM machifiter these developments, internet banking isentty
available and of course for people who have petsanavativeness this is a very good developmerdntthe
initial view given, it can be seen the innovativemef this internet banking.
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This is the initial display after login where yoarcsee the settings from the root menu that shbevs t
innovative level of the customer where the custowents to use the features found in the root menbdinking
activities.
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2. Compatibility

Blackwell et al. (2006, p. 488) states the defimtof compatibility, namely compatibility refers toe
extent to which this new product is consistent withrrent individual habits, values, needs and past
experiences of potential adopters.
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From the above view it can be seen that UPH Clinkernet banking adapts to the daily needs of
customers by always prioritizing the comfort of wumsers. This can be seen from the appearanceshat i
neat, organized and user friendly.

3. Perceived ease of use
According to Davis (1989), perceived ease of ughasextent to which a person believes that using a
particular system will be free from effort. Jayaginand Eze (2009) also stated that perceived dase o
use explains the user's perception about the anuieffort needed to use the system or the extent t
which the user believes that using a particulatesgswill be easy.
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From the above view can be seen that internetibgnkom UPH Clicks can help and provide
convenience for customers in using internet bankifigs can be seen from the availability of optidos
creating the first username and account accoumntdar users, the choice for question and answecaheenter
directly to UPH Clicks and the combination of imtet banking usage.
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In the initial view after login, you can see thétisgis from the root menu that shows various faesi
from internet banking from UPH Clicks to facilitat@nking activities and be able to meet the bankieeds of
each customer. This can be seen from the menu mageacustomer personal accounts, prepaid reélhsfer,

pay bills, and other menus.
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From the initial view above on the Contact Us meyau can see the option to contact the call center
directly or send a message if the customer hadgarabwith internet banking. It can also be seennywi want

to send a message there are various types of chbjm®blem topics so that it can facilitate custwsto send
complaints, suggestions, and so on.

4. Perceived usefulness
According to Jayasingh and Eze (2009), perceivedulrisess explains the user's perception about the
extent to which the system will improve user parfance. While Ndubisi and Jantan (2003) state that
perceived usefulness is a concept that is relatehtassessment of benefits obtained by an indilidu
or company from the use of technology.
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In the initial view after login, you can see thétisgs from the root menu of internet banking frafRH Clicks
which shows various facilities for customers tdifiubanking activities and of course provide mdrenefits for
customers. This can be seen from the prepaid raeélu, paying bills, and transfer menus which aathér
shorten customers' time when they want to conduietriet banking transactions rather than manuasaetions.
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5. Perceived credibility
Wang et al., (2003) define perceived credibilitytlas extent to which a person believes that theofise

mobile banking will not have a threat to the setguor privacy of its users. Lu et al., (2003) sthatkat
there are two key elements of perceived credibiigmely security and privacy.
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On the internet \banking website display from UPErr¢his one box that requires the customer torfilh icertain
code when logging in and visible on the website efthe terms and conditions and system copyrigbitegted
by UPH Bank. This proves that the system providgdhe Bank's UPH is a safe, controlled and protecte
system so that customers do not need to fear irfiom will be spread widely or lose personal datdnternet

banking.

B. Discussion
Of the 7 hypotheses studied, there were 6 hypathaseepted. The first hypothesis is PU (Perceived

Usefulness) which has a significant effect on B&lgBvioral Intention). This hypothesis is suppotigdhe t test
where the significance is 0.005 (below 0.05) whiddicates that this hypothesis is accepted. Thdirfgs of this
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study confirm and expand the results of researah dkplains that there is a positive and significaffect on
perceived usefulness on behavioral intention (Venkatesh et al. 2003; Vallerand 1997; Moore and Benbasat, 1996;
Shih and Huang, 2009; Karahanna et al., 2006) . Moore and Benbasat (1996) in predicting the use of personal
workstations (PWS) are only perceptions of usefkdnease of use, and compatibility significantliated to
usage. This study explains that the benefits ofigusi personal workstation (PWS) will further impeothe
actual usage of the personal workstation (PWS).used

This explains that the desire to use internet bapis influenced by the benefits provided by inédrn
banking. It can be explained that of course conssiragpect to get benefits that can be felt direethen using
internet banking. The better the benefits that lsarprovided by internet banking managers, the nitonell
make consumers want to use internet banking inteeals. The relational relationship between intebanking
and customers is a process that shapes customers resl internet banking. Consumers will feel sodo
reciprocal relationship between internet bankingaggers and customers where this good relationstmpccur
through the efforts of internet banking site mamaga creating internet banking usage for realvéets by
customers. Therefore, it is important to increase@ved usefulness.

The way to improve perceived usefulness is tharivdt banking in Indonesia must be able to pay
attention to the effectiveness of trading anytimd anywhere and offer a variety of attractive fezguand can
compare the banking offers provided. For exampleosit offer for a period of 1 month, 3 monthsnénths
and 12 months is made in 1 comparison table ofiterobtained so that consumers can choose the iti¢ipats
best suits the needs of consumers.

The second hypothesis is that perceived ease diassa significant effect on behavioral intentidhe
regression coefficient is positive indicating tlila¢ relationship is both direct and significant.eTtigher the
value perceived ease of use, the higher the valubebavioral intention and the significant influenin
improving behavioral intention. This answers theosel problem formulation related to hypothesis 2)(H
regarding the effect of perceived ease of use bavieral intention.

This finding is in accordance with the results af\pous studies which stated that there was a
significant effect of perceived ease of use on actual usage (Radner and Rothschild, 1975; Nysveen et al., 2005a;
Nysveen et al., 2005b). Moore and Benbasat's (18&&)arch stated that perceptions of ease of useaha
significant effect on usage. Therefore, it is intpat to improve perceived ease of use.

The way to improve perceived ease of use is to nitagasier for consumers to get information about
internet banking by always updating informatiorothigh social media or other media partners. Intdoaeking
also needs to ensure that the root menu is neayged and is not confusing for consumers so \iten
consumers transact. In addition, a menu of tuteréald FAQs (Frequently Asked Questions) is provifited
consumers who are the first to use so that theyntalke it easier to know and operate all the menwsed by
internet banking.

Third Hypothesis, namely compatibility has a sigi@int effect on behavioral intention. The regressio
coefficient is positive indicating that the relatghip between the two is in the same direction,hilgher the
compatibility value, the higher the behavioral irtten value. This answers the third problem forrtiatarelated
to hypothesis 3 (H3) regarding the effect of corilyility on behavioral intention.

The findings of this study confirm and expand tlksults of research that explains that there is a
positive and significant compatibility effect on behavioral intention (Gaith and Yaghi, 1997; Ketelhut and
Schiffer, 2011; Law and Chow, 2008; Hamari and Nousiainen, 2015). Research by Hamari and Nousiainen
(2015) explains that the positive compatibilityasf ICT system can directly affect the actual us€aie Based
Learning. This study explains that the use of ah $§stem that is appropriate to the needs, valndsabits of
consumers will further improve the actual usagéhefGame Based Learning used. Therefore, it is itapbto
improve compatibility.

Schiffman and Kanuk (2008) explained that one efithportant factors that shape attitudes is liflesty
where attitudes are statements or reflectionsfedtiyle. Therefore it is important for internet kiang to always
try to improve the indicators of compatibility. Asr the way to improve compatibility, namely follavg the
current trend of shopping online, the convenierfagnine shopping can be done, such as promotigruothase
discounts when paying with internet banking. Inidd, the internet banking offered must also beeasible
from various communication tools such as cellphphagtops, computers, etc. and the display of iaer
banking can adjust to the different communicatmwis. Of course, it is necessary to have the saamglards for
all of these communication devices but need adjestsisuch as the size of the letters, root meringetand
color usage.

The Fourth Hypothesis is that perceived crediblifs a significant effect on behavioral intentidhe
regression coefficient has a positive value indicathat the two relationships are in the samective, the
higher the perceived credibility value, the higtler behavioral intention value. This answers thetfoproblem
formulation related to hypothesis 4 (H4) regardimg effect of perceived credibility on behaviorakintion.

The findings of this study confirm and expand tkeults of the study which explains that there is a
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positive and significant influence on perceiveddirdity on behavioral intention. According to Amif2008),
perceived credibility is an important factor in gieting the intention of Malaysian customers to usebile
credit cards. Lu and Wang (2008) also found thatrehwas a direct and significant relationship betwe
perceived credibility and intention to behave. Hfiere, it is important to improve perceived creliii

As for ways to improve perceived credibility, nagn&nsuring the security of transactions through
internet banking, all information provided by conmrs through internet banking must be kept confidehoth
out and in the same bank. This is because telephombers from consumers are often used for othes lof
bank business and this is very disturbing for carems. In addition, banks must have reliable tedaml
personnel to ensure that internet banking is ptetedrom hackers who try to break into accountanfro
consumers. Basic protection that is located inldlgein until when making a transaction must be pded with
multiple layers of protection to prevent misusehaf account.

The Fifth Hypothesis, that is personal innovativnbas a significant effect on behavioral intention
The regression coefficient is positive indicatiig trelationship between the two is the same, thaehithe
value of personal innovativeness, the higher tHaevaf behavioral intention. This answers the fiftoblem
formulation related to hypothesis 5 (H5) regardimg effect of personal innovativeness on behaviatahtion.

The findings of this study confirm and expand tkeutts of the study which explains that there are
positive and significant personal innovativenedeat$ on behavioral intention. Agarwal and Prasg@b8) in
Kuo and Yen (2009) explain that higher personabimtiveness leads to behaviors to adopt more pesiti
information technology. Whereas Yang et al. (20f@)nd that personal innovativeness in information
technology (PIIT) significantly affected behavionaiention directly.

Personal innovativeness variable is the varialde itiost influences behavioral intention, therefbis
important to improve personal innovativeness. Thg to improve personal innovativeness is by udimglatest
technology system but still applicable to all conmication tools, security protection that alwaysdals the
development of information technology systems, amdrnet banking that increasingly connects thevises
directly in the bank with internet banking. Withcieasingly innovative programs, Indonesian consamgro
have been well educated will be more happy to hisénternet banking.

The Sixth Hypothesis is that social influence digantly influences this behavioral intention. The
regression coefficient is positive indicating tledationship between the two is in the same diractibe higher
the value of social influence, the higher the vabfidoehavioral intention but not significant. Tliaswers the
sixth problem formulation related to hypothesid®) regarding the influence of social influencelmhavioral
intention where this hypothesis is rejected.

The findings of this study confirm and broaden tksults of research that explains that there is a
positive but not significant social influence orhbeioral intention. This finding does not suppbe tesearch of
Kleijnen et al. (2004) in Jayasingh and Eze (2088Jes that social influence shows a significarpaot on
behavioral intention. The results of Jayasingh &zd (2009) research itself show that behavioraniibn
towards mobile coupons is directly influenced bgiabinfluence.

This explanation of the rejected hypothesis exgldirat the social influence of both important, elos
influential and most people is not significant mfluiencing the desire to behave positively abotrimet
banking. This can be explained from the majorityndérnet banking users, namely 23-35 years wtsgfoung
adult age and internet banking which is considéoeloe a personal thing for discussion at that kMmst young
adults argue that conversations about internetibgnto others is not an open conversation considetine
amount of income and property is a sensitive thindiscuss for the people of Indonesia. Therefadejce from
other parties regarding the desire to use intdsaaking becomes insignificant compared to otheiabées that
are more personally felt directly by consumers.

In addition, the use of internet banking which bagn widespread and supervised by the government
has led to a positive relationship with various ksathat provide internet banking to be similar. sThauses in
talking about internet banking in the communityderno be the same among banks in Indonesia. Thigad
causes the influence of social influence to beginificant.

Although social influence is not significant, itflluence is positive so it needs to be improvec Way
that can be done to improve social influence isbyays maintaining the good name of banking in ¢arend
internet banking in particular. In addition, itimportant for every banking to carry out CSR (Cagte Social
Responsibility) activities to increase the brandiggof the bank. With a variety of positive acties carried out
by the company, the public will know the bank piesiy and will give a positive opinion regardingetbank's
bank and internet banking.

Seventh Hypothesis, namely behavioral intentiomiSzantly influences actual usage. The regression
coefficient is positive indicating the relationshiyigtween the two is in the same direction, the drigthe
behavioral intention value, the higher the actusdge value. This answers the seventh problem fatioal
related to hypothesis 7 (H7) regarding the infleeatbehavioral intention on actual usage.

The findings of this study confirm and expand tkeults of the study which explains that there is a
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positive and significant influence on behavioraemtion on actual usage. Lin (2007) states thatwiehal
intention is the main determinant of actual usadgeon and Kim (2001) found that behavioral intenttonuse
WWW in the future has a strong positive relatiopshith actual WWW use.

The results of the research on this hypothesisecdnamks to always increase interest in positive
behavior towards internet banking, because thirést in positive behavior will cause consumersige real
internet banking. The greater use of internet bamkill reduce the company's costs in dealing wihvices to
consumers directly by coming to the bank. The camipean focus more on increasing programs that can
generate profits for both banks and consumers.

Conclusion, Limitation, and Research Extention
Conclusion

Based on the research that has been done in shefisecond year, the prototype results are addain
namely UPH Clicks internet banking which is desedbaccording to the application of each variablehia
study.

The first highest variable in the prototype resigt®ersonal innovativeness where in the UPH Clicks
system internet banking can be said to have a gend personal element of innovativeness, due to the
availability of complete features regarding accomfitrmation, scheduled transactions, the latestipets and
services for customers. So that the developmenintfnet banking can facilitate customers to comduc
transactions and daily activities related to bagkifhe second highest variable is Compatibility kehere are
many facilities provided in this internet bankingthat it can adjust to the daily needs of custenagid always
prioritize the convenience of customers. This carsben from the appearance that is neat, orgaaizediser
friendly. The third highest variable is Perceivede of use where in the UPH Clicks system intdvagking can
be said to be very helpful and provide convenieiocecustomers in using internet banking. This cansben
from the availability of options to create a fitstername and account account for new users, thHeechar
guestion and answer, call center directly to UPktKSIif there is a problem in the use and blendntérnet
banking usage.

The fourth highest variable is Perceived usefulndssre the internet banking system from UPH Clicks
provides various facilities for customers to fulfilanking activities and certainly provides morendfis for
customers. This can be seen from the prepaid reélu, paying bills, and transfer menus which aathér
shorten customers' time when they want to condetriet banking transactions rather than manuasaetions.
The variable that has a low value compared to otheables is the Preceived Credibility variableenghon the
internet banking system of UPH there is one bokrbguires the customer to fill in a certain codeew logging
in and visible at the end of the website terms emadditions and copyright of the system protectedUH
Bank. This proves that the system provided by thek& UPH is a safe, controlled and protected sysi that
customers do not need to fear information will peead widely or lose personal data on internet imank

Limitation and Research Extention

There are several limitations within this @®d, first this research only use limited samplé&urabaya. It
also can be concluded that researchers and st@tegéed to consider other issues relating to patso
innovativeness, social influence, compability, amehavioral intention to increase actual usage. umhér
research, it is expected to increase the samptkinsader for the data to be more generalizedoBdlgy, it is to
consider other issues such as socio — demografattits's related to actual usage.
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